With the rapid growth of information technology, electronic money has played an important and central role in the e-payment. Development of electronic money is able to create a trend less cash society, which is a society's behavior using noncash transactions by utilizing the simplicity offered through electronic transactions. The purpose of this research is to determine the factors affecting the intention to use electronic money. We designed a questionnaire and used it to survey a simple random sampling of people who use of e-money in DKI Jakarta. The actual samples used for the study are 125 respondents. We analyzed the data using Structured Equation Modeling to evaluate the strength of the hypothesized effects. The result of the analysis showed that perceived ease of use has no significant effect on attitudes towards the use of e-money. Perceived ease of use has a significant effect on the perceived usefulness of e-money. Perceived usefulness has no significant effect on the intention to use e-money. Perceived usefulness has a significant effect on attitudes towards the use of e-money. Attitude has a significant effect on the intention to use e-money. Subjective norm has a significant effect on the intention to use e-money. Perceived behavioral control has no significant effect on the intention to use e-money.
INTRODUCTION
With the rapid growth of information technology, electronic money has played an important and central role in the e-payment. Development of electronic money is able to create a trend less cash society, which is a society's behavior using non-cash transaction by utilizing the simplicity offered through electronic transactions. According to the data from Bank Indonesia, the use of e-money in is the widely used model in describing the user acceptance of new technology. One of the most utilized model in studying information system acceptance is the Technology Acceptance Model (TAM) , which system use (actual behavior) is 
LITERATURE REVIEW
User acceptance of information technology system is defined as the demonstrable willingness within the organization to employ information technology for the tasks it is designed to support. It has been noted that users' attitudes toward and acceptance of a new information system have a critical impact on successful information systems adoption Venkatesh and Davis, 1996) . If users are not willing to accept the information system, it will not bring full benefits to the organization (Davis, 1993; Venkatesh and Davis, 1996) .
The more accepting of a new information system the users are, the more willing they are to make changes in their practices and use their time and effort to actually start using the new information system (Succi and Walter, 1999) .
Technology Acceptance Model (TAM)
Theory Acceptance Model (TAM) is an adaptation from the Theory of Reasoned Action Model (TRA) by Fishbein and Ajzen (1975) and has been specifically tailored for modeling user information system acceptance . Until now, TAM is one of the most influential research models in studying the determinants of IT usage (Gefen, 2002) and has proven to be a very useful theoretical model in helping to understand and explain the behavior of users in the implementation of information systems (Legris et.al, 2003) .
Theory of Reasoned Action Model (TRA)
The Theory of Reasoned Action (TRA) developed by Fishbein and Ajzen (1975) is to explain and predict people's behavior in a specific situation. According to TRA, a person's actual behavior is driven by the intention to perform the behavior. Finally, the behavior in question is under the individual's volitional control, that is, he/she can decide at will to perform or not perform (Fishbein and Ajzen 1980) .
Theory of Planned Behavior (TPB)
The Theory of Planned Behavior (TPB)
is another model that Ajzen (1991) (Ferdinand, 2002 (Sugiyono, 2008) . Dissemination and collection of data conducted directly to respondents in public places predominant using of electronic money as micropayment transactions such as train stations, busway stop, and retail store and via the Internet.
Analysis Method
Analysis method in this research is testing data obtained from the respondents that 
Hypothesis Testing
While the relationship exogenous variables on the endogenous variables to see the estimated value of the standardized regression weight as in Table 4 . While the relationship exogenous variables on the endogenous variables to see the estimated value of the standardized regression weight as in Table 2 as follows: The first hypothesis proposed in this research that perceived ease of use would predict attitude toward the use of e-money has no significant effect. Parameters estimation contained in Table 2 showed a positive correlation of 0.110 with the C.R. value 1,656
and probability value of 0.512 which is greater than 0.05. The path for hypothesis 2 in Table 2 showed a positive correlation of 0.814. With C.R. value 3.782 and probability value less than 0.05 indicated with an asterisk (***), it can be concluded that the second hypothesis is accepted.
The third and fourth Hypotheses proposed that perceived usefulness would be a positive predictor of intention (Hypothesis 3) and attitude toward the use of e-money (Hypothesis 4). The path for hypothesis 3 on parameters estimation contained in Table 2 showed a negative correlation of -0.108 with C.R. value -0.310, and a probability value of 0.757 which is greater than 0.05. It can be concluded that the third hypothesis is rejected.
While in hypothesis 4 was accepted. Based on the estimation of the parameters contained in Table 2 showed a positive correlation of 0.828.
In Table 4 . C.R. value 3.270, the value is above a critical value 2 with a probability value less than 0.05 is 0.001.
The fifth hypothesis in this research
proposed that the effect attitude has a positive effect on the intention to use e-money. Based on the estimation of the parameters contained in Table 2 showed a positive correlation of 0.810. In Table 4 . C.R. value 2.337, the value is above a critical value 2 with a probability value less than 0.05 is 0.019. Therefore, hypothesis 5 was accepted. The sixth hypothesis proposed that subjective norms would be a positive predictor of intention to use e-money. Based on the estimation of the parameters contained in Table 2 showed a positive correlation of 0.268. In Table 4 . C.R. value 2.499, the value is above a critical value 2 with a probability value less than 0.05 is 0.012. Therefore, hypothesis 6 was accepted.
The sixth hypothesis proposed that perceived would be a positive predictor of intention to use e-money. Based on the parameters estimation contained in Table 2 showed a positive correlation of 0.082. In ---0,828 0,828 -0,108 0,671 0,563
Source: data processed, 2015
The results show that the intention to use electronic money is primarily and positively affected by attitude with the total effect of 0,81 and subjective norms with the total effect of 0,26. This implies that the attitude is the most important predictor of the intention to use e-money. The emergence of intention to use e-money affected the emergence of customer initial attitude toward the service. It can be concluded that of this research the attitude is a determinant factor that encourages a person to use e-money. The results are consistent with research by Lee (2008), Yaghoubi and Bahmani (2010) , Rahmatsyah (2011) and Tsai (2012) which states that there is a relationship between attitude on the intention to use e-money.
Perceived usefulness also has a significant impact and appears to be the second This result describes that the perceived usefulness is significantly affected by perceived ease of use of e-money of respondents. According to , the simplicity of a system can improve the performance and technology can be perceived as more useful if it is easier to use. In this case, consumers have easy to use e-money, so they get perceived usefulness in making the payment process faster and more practical than cash. The results are consistent with research by Lee (2008) , Yaghoubi and Bahmmani (2010) and Rahmatsyah (2011) Subjective norms also have a significant effect on the intention to use electronic money.
The results of this research indicate that one's intention to use e-money is also affected by the opinions of the people around them. Venkatesh and Davis (2000) reason that the relationship between subjective norm and behavioral intention/perceived usefulness will be weaker over time. It is believed that people must rely on other people's opinions when they form initial beliefs or intentions toward a system. The results are consistent with research by Lee (2008) , Yaghoubi and Bahmani (2010) , and Rahmatsyah (2011) . But the perceived behavioral control has no significant effect on the intention to use electronic money. In this case, the respondents felt not to have the resources or the opportunity to make use of e-money transactions. This can be seen from how often respondents use e-money as a payment instrument, the majority of respondents answered "uncertain" (see Graph 4.6.), the respondent does not require resources or the ability to use e-money.
CONCLUSION NAD SUGGESTION
Based on the analysis and research, conclusions from the analysis of data and information in this research as follows:
1. The factors that significantly affect the intention to use e-money are subjective norms and attitude towards the behavior.
This implies that the attitude is the most important predictor of the intention to use e-money 2. Perceived ease of use has no significant effect on attitudes towards the use of emoney 3. Perceived ease of use has a significant effect on the perceived usefulness of emoney 119 Fiona, Misdiyono, Factors Affecting the… https://doi.org/10. 35760/eb.2019.v24i1.1858 4. Perceived usefulness has no significant effect on the intention to use e-money 5. Perceived usefulness has a significant effect on attitudes towards the use of emoney 6. Attitude has a significant effect on the intention to use e-money 7. Subjective norm has a significant effect on the intention to use e-money 8. Perceived behavioral control has no significant effect on the intention to use e-money
